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摘  要 
近年来，国内经营环境发生快速变化，众多国外快时尚巨头，以及电商品牌
的迅速成长，给传统女装品牌的发展带来重大挑战和巨大的竞争压力。虽然有众
多传统服装企业开始学习模仿 ZARA 的快速反应模式，但成功者却很少。 





























In recent years, along with the change of economic environment, a large number 
of foreign brands occupy the domestic market, and the domestic e-commerce brands 
develop rapidly. Women's clothing industry faces the huge pressure of competition. 
In this paper A brand as the research object, it has a similar idea with ZARA. In 
the face of severe market challenge, A brand also encountered a bottleneck. 
Therefore, research on quick reaction model of marketing strategy, find the marketing 
strategies suitable to A brand and current domestic fashion industry, has important 
meaning. 
In this paper, through the research on the management environment and A 
brand's characteristics, combined with the analysis, for the successful elements of the 
ZARA rapid response mode, We conclude that A brand should apply the quick 
response concept to each link, to give the new connotation of the traditional 4P theory, 
and to find the most suitable marketing strategy for A brand. And points out the 
important support to marketing strategy  is the enterprise to build facilities in 
the informatization construction and the construction supply chain, in order to ensure 
the implementation of marketing strategy of fast reaction mode. 
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